Teenagers currently spend an estimated $153 billion a year on everything from computers to cars to clothes (Brand, 2000). Trend conscious teens are very active in utilizing the media and advertising in seeking out the latest products, services, and fashions (Zollo, 1995) . A greater understanding of teens' role model influences can help organizations and their advertising agencies more effectively target and communicate to this growing market. In this study, we examine the effect of athlete role models on teenagers' purchase intentions and behaviors. Results from a survey of 218 adolescents are discussed with implications and future research directions for advertising and sports marketing researchers. 
SPORTS AND SPORTS CELEBRITIES have become ma-
jor spectacles of today's media culture. Sports celebrities have been looked upon as role models for decades, and with the technological advances in broadcast and interactive media, it appears that famous and infamous athletes are everywhere (Jones and Schumann, 2000) . Over the years, advertisers have paid famous athletes millions of dollars to endorse their products. Sports celebrities' endorsement responsibilities can range from using or wearing certain brands (e.g., Tiger Woods and Nike apparel) to providing actual brand testimonials (e.g., Rafael Palmiero of the Texas Rangers and Viagra). Some of the most widely utilized advertising spokespersons today are famous athletes such as Michael Jordan (Nike, Hanes, Gatorade), Tiger Woods (Wheaties, Buick, Target), Shaquille O'Neal (Radio Shack, Nestles, Burger King), Venus Williams (Reebok), and so on.
Despite the widespread use of athletes as product or brand endorsers, there is a relative lack of published research that investigates the influence these athletes may have on a target market. Further, it remains questionable as to whether or not celebrity endorsers really make a difference on the bottom line for advertisers. Miciak and Shanklin (1994) reported that only one out of five commercials that included celebrity endorsers met advertisers' strategic expectations. Researchers have concluded that celebrity endorsers may not have "connected" or identified with the intended target market (cf. Sukhdial, Aiken, and Kahle, 2002) .
One can argue that this may occur because the celebrity endorser lacked identification and perceived familiarity with the target market.
Perhaps one of the most important and sought after target markets for advertisers today is one that represents great potential yet considerable challenges-teenagers. Currently, teenagers have Despite these seemingly opposite perspectives, researchers and practitioners argue that this group is an easier target to market to because they have grown up in a consumer oriented society (Brand, 2000) . According to Rob Frankel, author of The Revenge of Brand X (2000) , ". . . Gen Y is less rooted in traditional social mores and ethics. They are easier targets, because they have grown up in a culture of pure consumerism" (as quoted in Manning-Schaffel, 2002 ). Because of this, ". . . they are way more tuned into media because there is so much more media to be tuned into" (as quoted in Manning-Schaffel, 2002) . Thus, members of Gen Y, and in particular teen members of this generation, represent a viable group to study in terms of media influences.
According to the theory of consumer socialization, as teens mature, their drive for independence contributes to establishing their own set of norms and behaviors (Mascarenhas and Higby, 1993) . Many of these new behaviors tend to be based on group stereotypes (Bodec, 1981; Graham and Hamdan, 1988) . In searching for their independence, influences such as the media become very important to teenagers.
What follows is a discussion of the theoretical foundations for this study.
CONCEPTUAL FOUNDATION

Consumer socialization
Consumer socialization is the process by which "young people acquire skills, knowledge, and attitudes relevant to their functioning as consumers in the marketplace" (Ward, 1974, p. 1) . Consumer socialization emphasizes sources of influence or "socialization agents" that transmit norms, attitudes, motivations, and behaviors to the learner (Moschis and Churchill, 1978) .
A socialization agent may be any person or organization directly involved with the individual. Socialization agents commonly used in the literature include parents, peers, mass media, school, and television viewing.
The concept of consumer socialization has been utilized to determine, among other things, how consumers learn thought processes and consumption behaviors through modeling (Moschis and Churchill, 1978) .
Role models can be anyone the individual consumer comes in contact with who can potentially influence the consumer's consumption decisions (Bandura, 1977) . From this conceptual definition of role models, it is obvious that parents, teachers, peers, or relatives can all be considered role models.
In fact, many recent research studies have analyzed how parents and/or peers influence the consumption attitudes of individual consumers (Bush, Smith, and Martin, 1999; Carlson, Walsh, Laczniak, and Grossbart, 1994; Keillor, Parker, and Schaefer, 1996; Laczniak, Muehling, and Carlson, 1995) . 
Vicarious role models:
The celebrity athlete Sports and entertainment marketing is one of the fastest growing industries in the country today. Sports marketing experts indicate that major advertising agencies are expanding their services to include providing sports marketing and sponsorship opportunities for their clients (Bonham, 1998) .
A large and very visible part of sports marketing is the vicarious role model or the celebrity athlete spokesperson.
Celebrity athlete endorsement has been a topic of great interest to many organizations. Seemingly, advertisers are choosing larger-than-life sports heroes as spokespeople for their products (Brooks and Harris, 1998; Sukhdial, Aiken, and Kahle, 2002 (Atkin and Block, 1983) . Friedman and Friedman (1979) proposed that celebrity spokespeople can add value to the endorsed product due to a combination of the physical attractiveness and status of the athlete. Finally, McCracken (1986) has theorized that celebrity endorsers can transfer cultural meaning from the celebrity to the advertised product. 
HYPOTHESES
Studies have found that mass media sources are important references for teens in selecting products (Gilkison, 1973; Mascarenhas and Higby, 1993) . For example, Boush, Friestad, and Rose (1994) 
GEN Y SPORTS CELEBRITY INFLUENCE
also been shown to influence adolescents (Bandura, 1986) . Mascarenhas and Higby (1993) 
METHODOLOGY Subjects
The teenage segment of Generation Y was the selected sample for the current study.
There has been a great deal of variation among age ranges used in the literature to define this important group (see Wolburg and Pokrywczynski, 2001 for an excellent review of these studies). Generation Y has been described in the literature as anyone born between the years of 1977 and 1994 (i.e., ages 8-25 years old). As a subset of this large group, adolescents between the ages of 13 and 18 participated in this study. As stated earlier, teenagers were selected for many reasons including: (1) their sheer size, (2) they are in the process of acquiring preferences for products and brand loyalties, (3) they will spend a lot of money in the future, and Fifty-four percent were male (n ϭ 118) and 46 percent were female (n ϭ 100).
Sixty-two percent were white, 28 percent (Churchill, 1979; Gerbing and Anderson, 1988) .
Confirmatory factor analysis. Finally, confirmatory factor analysis was conducted to assess the multidimensionality of the behavioral intentions scale. We subjected the data to a confirmatory factor analysis using LISREL 8.30 (Joreskog and Sorbom, 1999) . Considered a more rigorous test than exploratory factor analysis, confirmatory factor analysis specifies a measurement model a priori to restrict the possible number of factors in the solution (Anderson and Gerbing, 1988). As seen in Table 2 ..................................................................................................................................................... Table 2 are greater than or equal to .75, indicating significant explained variance from each item. Additionally, the goodness of fit index is .91, the root-mean-squared residual is .04, the incremental fit index is .95, and the normed fit index is .93. All of these fit statistics indicate that overall model fit is acceptable for social science research (Bagozzi and Yi, 1988) .
RESULTS
We used regression analysis to test the hypothesized effects of the independent variable (athlete role model influence) on each of the three purchase intentions and behavior dimensions. What follows is a discussion of three regression analysesone for each behavioral intention outcome (i.e., dependent variable) as shown in Table 3 .
We tested Hypothesis H1 by using the regression model presented in Table 3 show that athlete role model influence ( b ϭ .307, p Ͻ .0001) is positively related to teenagers' favorable word-of-mouth communications. The final regression equation presented in Table 3 ..................................................................................................................................................... Our findings also reveal some initial insights into differences between male and female members of Generation Y. As stated previously, there has been a relative lack of research on the female market for sports marketers (Sukhdial, Aiken, and Kahle, 2002) . Our findings revealed some interesting initial insights about this underresearched market and, more specifically, about female teens. We found that females in our sample may spread more positive word-of-mouth about a product or brand that is endorsed by their favorite celebrity athlete than males. Further, we also found that females agreed more than Perhaps the most interesting finding of our study is that celebrity sports athletes have a positive influence on adolescents' favorable word-of-mouth and brand loyalty. ............................................................................................................................................................................................................................................... 
Switching and complaining behavior
Buy fewer products from certain companies.
3.45 3.53 0.33 .740 ................................................................................................................................................................................................................................................ Take some of my purchases to other businesses that offer better prices.
3.64 3.73 0. 37 .708 ................................................................................................................................................................................................................................................ Switch to a competitor if I experience a problem with a company's service. 3.69 3.56 −0.52 .604 ................................................................................................................................................................................................................................................ Complain to other customers if I experience a problem with a company's service. 3.29 3.20 −0.36 .722 ................................................................................................................................................................................................................................................ Complain to external agencies if I experience problems with a company's service. 3.15 3.19 0.15 .883 ................................................................................................................................................................................................................................................ Complain to a company's employees if I see a problem with that company's service.
3.42 3. 33 −0.37 .714 ............................................................................................................................................................................................................................................. 
...
Positive W-O-M
Say positive things about products or brands to other people. 4.81 3.96 −3.48 .001 ................................................................................................................................................................................................................................................ Recommend products or brands to someone who seeks my advice. 4.59 3.80 −3.31 .001 ............................................................................................................................................................................................................................................. Anderson, James C., and David W. Gerbing.
"Structural Equation Modeling in Practice: A
[W]e . . . found that females agreed more than males that athlete role models influence them to buy certain brands-this is a key insight for marketers seeking to develop brand loyalty among women at an early age.
